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CFL
Replacing incandescent bulbs with compact fluorescent bulbs

CSD
Department of Community Services and Development

G/LIF
Greenlining Institute and Latino Issues Forum 

LIEE
Low-Income Energy Efficiency 

LIHEAP
Low-Income Home Energy Assistance Program 
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Memorandum Of Understanding
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ULTS
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ATTACHMENT 2

CONSENSUS AND NONCONSENSUS REACHED ON

RAPID DEPLOYMENT OF CARE AND LIEE PROGRAMS

CONSENSUS ISSUES—LIEE

· Almost all of the workshop participants agreed that any new and/or carryover funds should be concentrated on measures that will achieve the highest bill savings for the individual customers.

· Workshop participants agreed that Low-income Energy Efficiency Program (LIEE)
 funds should not be used for California Alternate Rate for Energy Program (CARE) outreach except in circumstances where this already occurs (when an LIEE contractor visits a customer to perform weatherization services and signs the customer up for CARE in the process).

· Workshop participants agreed that unspent carryover funds may be used to provide new measures.

· Workshop participants agreed that new funds may be used to ramp up current programs and may also be used to provide new measures.

· Representatives from several Community-Based Organizations (CBO’s), Latino Issues Forum (LIF), and the Department of Community Services and Development (CSD) agreed that the carryover and any new funds should be leveraged with other programs and used to accomplish holistic approaches to installing measures and providing services that will meet customers’ total energy needs.  

NONCONSENSUS ISSUES--LIEE

Workshop participants discussed but did not agree on the following points:

· Unspent program funds should be split between the gas and electric departments for each dual-fuel utility

· Interest should accrue on unspent funds from prior program years at the three month commercial paper rate.

· Interest accrued on unspent program funds from prior program years should be used to supplement total funds available to implement LIEE programs.

· Gas and electric funds can be used to reduce kWh consumption only with Commission approval.

· New program funds should be allocated between utilities by either: 1) using the standard formula; 2) distributed proportionately among electric utilities; 3) to those utilities with little or no unspent program funds from prior years, or 4) limited to the installation of electric measures.

· After allocating new program funds between utilities, any new program funds should be split between gas and electric departments for dual-fuel utilities.

· Utilities should use their "buying power" to purchase appliances and other items and make them available to those assisting customers.  For example, utilities would pay for materials and others providing assistance to low-income persons would pay for the cost of installation.

· Programs need to be leveraged -- measures in one program should be "piggybacked" on the measures offered in another program for a "whole house" approach to serving customers and so that costs of services can be shared.  This could be managed by a Memo of Understanding between parties.

· Programs should be opened up to additional CBOs.

· Programs should be providing individual customers with the greatest relief rather than assessing the programs on the aggregate.  

· Programs should be targeted to the customers with the greatest need.

· Sign up referrals from LIHEAP for LIEE without further qualification.

· A program should be implemented to distribute CFLs and provide energy education, allowing program funds to benefit many more customers.  

· New measures should not be subject to selection criteria, scrutiny by the Weatherization Installation Standards Team, or pilots.

· The degree to which any new or supplemental funds should be spend on new measures.

· Funds should be spent only on homes not receiving weatherization before.

· Programs should be able to provide any new measures to previously treated homes.

· The following measures should be available to residents who live in rental units as well as owner-occupied units:

· Refrigerators

· Replacement air conditioners

· Evaporative cooler maintenance

· Duct sealing and repair

· Measures from other programs

· Landlords should be required to provide a co-payment on new measures provided in rental units.

· Current contract unit allotments should be minimums.

· New and unspent LIEE funds should be directed to community service providers who are able to leverage.

· New monies should be directed to community service providers for CFL distribution.

· With the focus on energy conservation, programs that address overall energy usage reduction should be considered.

CONSENSUS ISSUES—CARE 

· The workshop participants agreed that it would be appropriate for the utilities to pay a capitation fee to organizations that successfully certify new customers for the CARE program in instances where the organization isn’t already doing so at no cost.  The capitation fee would be paid on a regular basis (perhaps monthly) after the utility processes the application, deems the customer is eligible for CARE and determines that the customer is not already on CARE.  It was agreed that the capitation fee might have to vary depending on the area where the service is performed. Application forms would need to have a field for an organization code which would be used to identify the organization.

· Many of the workshop participants agreed that a capitation fee negotiated between each utility and its contracting anywhere in the $5 to $12 range would be reasonable.  The Office of Ratepayers Advocates (ORA) would support capitation fees up to $7 for each successfully completed application.

· Workshop participants suggest that the Commission should do what it can to get the energy and telephone companies to work together to leverage the Universal Lifeline Telephone Service (ULTS) and CARE programs’ outreach.

· In its workshop comments, SESCO, Inc. (SESCO) suggested that the utilities implement third party notification for CARE customers such as currently exists for utility shut-offs.  If a CARE customer did not respond to a re-certification letter, the designated third party would be notified to give them the opportunity to help the customer complete the application.  Pacific Gas and Electric Company (PG&E), Southern California Gas Company (SoCal Gas), Southern California Edison Company (Edison) and San Diego Gas & Electric Company (SDG&E) agreed to further exploration of this idea.

NONCONSENSUS ISSUES--CARE

Workshop participants discussed but did not agree on the following points:

· CARE renewal could be completed at anytime in the cycle.

· CSD making CARE application part of LIHEAP sign up.

· The Commission should refrain from "monopolizing" CARE outreach and should allow many types of organizations to provide CARE outreach.

· A capitation fee should be negotiated for successful sign-ups and an additional capitation fee should be negotiated or provided for a combination of outreach and enrollment.

ATTACHMENT 3

CARE OUTREACH PILOTS AND OTHER RECENT ACTIVITIES

Update on Current Utility Outreach Pilots

The following presents an update on the CARE outreach pilots that begun on June 1, 2000.

SCE

SCE stated that 9 agencies were working in its pilot.  The pilot was projected to enroll 12,000 new CARE customers, and by the end of the eighth month the pilot has produced 4,700 applications.  Of these, 164 were rejected.  Some of these applications were for households already receiving the CARE discount and some were for individuals who were not SCE customers.

The agencies are supposed to outreach to 157,000 customers by the end of the pilot and so far have reached 70,000 to 80,000.  The agency that is doing the best job of reaching its goals is the Community Action Agency in Orange County.  It had 1,700 enrollees by the end of 2000.  The reason for this agency’s success seems to be that it has a large client base and reaches many people.  The agency sent flyers to program participants, conducted workshops, and got the word out on CARE through its food distribution system.  The least successful agency was one that targeted a particular ethnic group with a smaller client base.

SCE pointed out that it is exchanging CARE customer information with SoCal now on an ongoing basis, and that process has helped to enroll 50,000 new CARE customers.  Another 50,000 customers identified through this process were sent letters asking them for clarifying information to determine if they qualify for CARE.

PG&E

PG&E has 8 contractors in its CARE outreach pilot.  At the end of February, the contractors had met 46% of their outreach goals. .  The goal is to outreach to 12,000 to 15,000 people with CARE information.  The overall goal is to add 10,000 new CARE customers as a result of the pilot and 4,676 have been added so far.

PG&E has been sending out applications in bill inserts and its LIEE contractors are also outreaching on CARE.  PG&E sent out a new application as a result of its recent memorandum of understanding (MOU) with LIF.  PG&E is receiving a lot more applications in general, probably as a result of the energy crises.  PG&E expects that these other outreach efforts are impacting the pilot programs.

PG&E’s most successful pilot contractor has two CBO’s working with it. These organizations are going door to door to provide information to people.  This agency has reached 69% of its goal.

PG&E’s least successful agency has only met 12 ½ % of its outreach goal.

SoCal 

SoCal has 6 agencies in its CARE pilot outreach program.  The outreach goal for providing information to people is 53,210, of which 21,442 have been reached.  The enrollment goal is 9,590.  SoCal has received 2,548 applications so far.  77% of the applications received through the pilot resulted in new CARE sign ups.

SoCal indicated that some agencies overestimated the number of people to whom they would be able to provide outreach services and enrollment.  SoCal believes that one of the biggest problem agencies are experiencing seems to be staff turnover.  Also, some agencies only do outreach in cyclical activities such as fairs and at specific food distribution times.  

SoCal believes that the extensive media coverage that has been provided on the recent energy crisis has helped gain it new enrollees.  Since February of 2000, SoCal added 40,000 new enrollees.  In February of 2001 alone, they enrolled 10,000 new CARE customers.

SoCal stated that its most successful agency is a large, well-established CBO that provide a wide variety of services to a large client base.  That agency has a goal of reaching 15,000 customers and has so far reached 6,398.  Its enrollment goal is 2,100 and, so far, it has enrolled 1,135 customers in CARE.

SoCal indicated that smaller CBO’s with more targeted client bases were less successful in meeting their goals.  The least successful agency, a drug rehabilitation group, has a goal of reaching 20,000 customers and has reached 4,504, to date.  Its enrollment goal is 2,500, but it has only enrolled 93 customers in the CARE program so far.

SoCal stated that handing out flyers at food banks was a successful means of reaching new customers, whereas an agency that specialized in sign language was not very successful in meeting its goals.

SoCal indicated that another problem that the agencies are reporting is that clients are not showing up for appointments.

SoCal stated that it is working with CSD to coordinate customer referrals between its gas assistance program and LIHEAP.

SDG&E

SDG&E has 3 contractors, a faith-based CBO, a health clinic, and an agency associated with the AFL/CIO.  The total outreach goal for the program is 40,000 to 50,000 customers.  The enrollment goal is 6,355 customers.  As of the date of the workshop, 4,006 applications have been received and 80% of those have been accepted.  Some of the remaining 20% were for customers already in CARE and some of those applications are being used to recertify those current customers whose time for recertification is coming up soon.  The success rate of the agencies in meeting their goals has been; health clinic 80%, AFL/CIO 65%, and the faith-based CBO 30%.

The health clinic has been reaching out to farm workers and immigrants and has a very enthusiastic staff.  The faith-based CBO is a well-established agency with numerous programs such as HeadStart and food distribution.  SDG&E believes that the success rate of an agency seems to be based more on the quality of the agency’s staff as opposed to the type of services provided by the agency. 

Recent Utility Outreach in Addition to the Pilots

The following describes other CARE outreach activities that the utilities performed over the last year that was in addition to the CARE outreach pilots.

SCE

SCE stated that it ran CARE ads in the Penny Saver in June of 2000 and discovered that the number of applications it received doubled afterwards.  The company also did a targeted CARE mailing to 100,000 customers and 10,000 customers responded to it.  The electronic data exchange of CARE customer information with SoCal resulted in 50,000 customers being placed on the CARE discount.  2,000 customers who received LIEE services were enrolled in CARE.  


SCE contacted every city and county in its service territory as well as 700 CBO’s to give them information on CARE that could be distributed to customers.  Articles on CARE were placed in community newspapers.  SCE employee groups are contacting friends and family about the CARE program.  SCE put 45,000 CARE applications in its 350 authorized payment agencies.

 The County of San Bernardino agreed to mail CARE applications to all of its welfare recipients.  CARE applications were distributed to 100 grammar schools in the LA school district.  The LA Archdiocese agreed to distribute CARE applications to its congregations.  SCE also reviewed its customer data base to determine which customers had received LIEE services in the past but were not on CARE.  Those customers were contacted and sent CARE applications as well.  SCE’s CARE application was put on the company’s website so that it can be downloaded and filled out. Additionally, as a result of its MOU with LIF, SCE sent CARE applications to all of its customers recently.

Some of the things SCE is hoping to do in the future to increase CARE penetration include:

· Mailing a second application to customers who fail to respond to the recertification application sent to them;

· Automatically transfer the CARE discount to a customer’s new address when a CARE customer moves;

· Preprint new CARE applications with the customer’s name, address and billing information on them to make the application easier to fill out and process;

· Track new CARE applications with a resource code so the company will know the source of the application, i.e. ( CBO outreach effort, pilot program, company mailing, etc.); and

· Target CARE mailings to specific customers based on various demographic data.

PG&E

In program year2000, PG&E sent CARE information to all of its customers on three separate occasions in four languages.  One mailing had tear off coupons that allowed customers to request a CARE application.  70,000 requests were received as a result of that mailing.  

The energy crisis and higher bills have been an incentive for more customers to sign up for CARE.  PG&E stated that a year ago its CARE penetration rate was only about 34% and now it is up to 44%.  

Due to the recent MOU with the Greenlining Institute and LIF, PG&E sent CARE applications to all of its customers along with information about the CARE exemption from the electric surcharge that was approved.  

The number of CARE applications received at PG&E has tripled from last year.  31,000 applications were received in January 2001 and 46,000 were received in February 2001.  PG&E has also been doing multicultural and multilingual public service announcements (PSA’s) to get more CARE information out to customers.  The Interactive Voice Response (IVR) at PG&E’s call center has been updated to provide CARE information to people calling in.  PG&E has placed CARE information in local newspapers in English, Chinese, Vietnamese and Spanish.  Radio ads in the central valley have been effective in getting the CARE message out.  30,000 CARE applications were sent to CBO’s who are not in PG&E’s pilot outreach program.  PG&E has been advertising CARE at community fairs in San Francisco and the East Bay.  PG&E employees have been doing voluntary outreach on CARE to family, friends and their communities.   

PG&E has a downloadable CARE application on its website in Spanish and English. The company hopes to improve its website by installing an application that can be filled out online and submitted.  This would be useful for both individual customers and agencies doing outreach.  

PG&E has ongoing PSA’s on CARE.  There are 25 to 30 agencies outside of the pilot that are disbursing CARE information and some of them will help customers fill out the applications as well.  These organizations are both passing out CARE applications and helping customers fill out the applications at no cost to PG&E.  CARE applications were distributed at the recent energy fair in San Francisco and 5,000 applications were distributed at the Day of the Dead Fair in Oakland last November.

SoCal

SoCal stated that it has updated its IVR to provide information on CARE when customers call in.  The company has been doing two bill inserts a year to customers with information on CARE.  The data exchange with SCE has increased the number of CARE signups for SCE.  SoCal is currently working with data files provided by SCE and does not yet have information  available on that element of the data exchange.  Customers receiving LIEE services are signed up for CARE when records can be matched.  

The company is working with CSD to coordinate customer referals between its gas assistance program and the LIHEAP program to identify customers who may qualify for CARE.   The company has contacted 120 United Way agencies to get the CARE message out.  The company offers CARE applications and call assistance in 5 languages.  Customers can request a CARE application through the company’s IVR.  A  CARE application may be requested by e-mail.  The company is doing ongoing press releases and media outreach through print, radio and bulletins.  Some of these activities are being targeted to ethnic and known low-income communities.  The company worked wit the Electric Education Trust (EET) to distribute 20,000 CARE applications through agencies with whom the EET was contracting.  CARE information has also been printed on the face of the company’s bills to make it more noticeable to customers.  

CARE information is being distributed by Riverside County and the company distributed CARE information at a recent marathon in Los Angeles.  The company distributed CARE information at family festivals in Monrovia as well.  The company is considering placing CARE information on the front of its bills in the future at the same time that it includes bill inserts on CARE.

SDG&E

SDG&E stated that it informs customers about CARE on each incoming call to its business office when customers calls about billing questions, late payments, payment arrangements, etc.  The company has provided customers with bill inserts like the other utilities.  In July, 2000, the company did a direct mailing about CARE to targeted groups.  115,000 letters went out to customers not on CARE and 20,000 customers responded.  LIEE contractors are helping customers fill out CARE applications.  The company is using kiosks in malls to distribute CARE applications and information.  Energy education classes are also being provided to interested customers.  

Program personnel involved in the company’s hard-to-reach and senior torchiere and CFL exchange program are taking CARE applications with them to sign up new customers.  The company is distributing CARE applications when energy audits are done.   A community group put the CARE application in its community newspaper twice in Vietnamese which was a successful means of getting new customers on CARE.  The company would like to try this with other ethnic groups as well.  The company also wants to get more military organizations involved in CARE because many enlisted persons qualify for the CARE discount.   SDG&E currently sends a reminder letter to customers who have not returned their recertification letters.

For the future, SDG&E plans to place ads in agency newsletters and community papers.  A message will also appear on the last bill the customer receives before they are dropped off the CARE rate after the recertification letter has been sent.  SDSG&E also has extended its shut off moratorium if customers are willing to make payment arrangements.  Field collectors will deliver CARE and LIHEAP information to customers when they post 48 hour shut off notices. The company also plans to attend senior citizen events and distribute information.

� Attachment R explains each acronym or abbreviation that occurs in this report.


� From: “California Alternate Rate For Energy Program Outreach and Rapid Deployment of any New and Unspent Low-Income Energy Efficiency Funds”, Workshop Report, April 17, 2001.
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